The Tobacco Industry Targets

“Special” Populations



How does the Industry promote itself and its products?

Direct advertising - through news print, magazines,
websites and social media (TV and radio not allowed by
law)

Indirect advertising - giveaway tobacco products, gear
and clothing coupons and contests, discount
coupons for cigarettes and other tobacco
products

Event sponsorships - support for arts, music, and sports G
events

Outreach efforts & community events

Legislation — or counter-legislation to maintain

regulatory advantage. ¥ % -0

Constant innovation in its products.

tobacco s addictive.




Long history of targeting
specific populations through advertising
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Cowboys and Movie Stars
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Smuggling
Cuban Cigars
TV's
Columbo

Holiday
Gift Guide

Private Golf
Sexy Cars
and much more







Targeting Girls and Women




Tobacco Product Enhancement

light & luscious

TURKISH & DOMESTIC BLEND




Targeting African Americans
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Post Tobacco Settlement Advertising
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Tobacco: From Sacred Use to
Commercial Abuse
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Targeting Native Americans

. MLEMHH

| Pigy7

America’s Best Cigarette

For a sample CARTON call:
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100% additive-free natural tobacco







Another Philip
Morris brand, L&M
ad published in
European

magazines,
2001
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Targeting the LGBTQ Community
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NO FAKE SMILES.
NO HIDDEN AGENDAS. NO BULL.
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Targeting the Military
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MILDNESS ons TASTE

that's what the real pleasure of smoking adds up to

TODAY'S MILDER BETTER-TASTING CIGARETTE







A case of jumping the cultural divide




Tobacco and Socioeconomic Status

Across the board, the greatest
single predictor of tobacco use is

low socioeconomic status (SES)




Transition to youth and emerging
tobacco products




Not Your Grandfather’s Cigar

A New Generation of Cheap and Sweet Cigars
Threatens a New Generation of Kids
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TOBACCO VILLAINS

THE USUAL SUSPECTS

TOP CIGARETTE & SMOKELESS TOBACCO BRANDS USED BY KIDS
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Tobacco companies spend $8.5 billion a
year - almost $1 million every hour - to
market cigarettes and smokeless tobacco.
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TOBACCO VILLAINS

NEW VILLAINS

IN VARIOUS FRUIT AND CANDY FLAVORS
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Cheap, sweet, colorfully-packaged small cigars
target kids and can substitute for cigarettes.




EMERGING THREATS

TOBACCO IN DISGUISE
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New tobacco products look like breath mints, tea bags
and toothpicks. They are addictive and easy to hide.

‘ HELP US PROTECT OUR KIDS FROM TOBACCO

JOIN THE FIGHT: TOBACCOFREEKIDS.ORG




Smoking Rates by Demographic Group - 2011

75+ years 4.9
<Average adult smoking rate 23.3%

55-74 years
35-54 years
25-34 years 33.1
18-24 years

High SES 7.5

Low SES 46.8

White 22.8

Arab American* 32.6

Hispanic

American Indian 33.4
African American
Female

Male

LGBT 35.8

Non-LGBT
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* Tobacco use Prevalence among Arab Americans in Metro Detroit, Michigan 2009-Survey



Tobacco is a Winnable Battle ...
let’s work together




Questions or follow-up requests?

Please contact th
Janet Kiley

e MDCH Tobacco Program
Kileyj@michigan.gov

Orlando Todo
Or cal

toddo@michigan.gov

517-335-8376
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